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Abstract 
Due to economic development and globalization, the corporate branding is becoming the way 
which the corporations are seeking for differentiation themselves among the intensive 
competition. Corporate Social Responsibility is the need of building up the corporate branding 
to ethically take care of the decision-changing of the stakeholders.  
Our project is dealing with How CSR improves the corporate branding of Estee Lauder as a 
leader in the international cosmetics market. The analysis bases on the theories of Corporate 
Branding, CSR, Freeman's Stakeholder approach and Johanna's framework for analysis CSR 
issues in stakeholder relation to find out the answers to the research question. Firstly, based on 
the Corporate Branding theory we describe and analyze the importance of corporate branding 
for Estee Lauder and what we understand about Estee Lauder's corporate branding. Secondly, 
based on the CSR theories, we find out CSR is important for Estee Lauder building up its 
corporate branding through ethically taking care of the stakeholders' relations. And then we 
used Johanna's framework to identify CSR strategies conducted by Estee Lauder in the key 
stakeholders' relation and combined with the corporate branding models we describe and 
analysis how Estee Lauder use CSR as strategies for ethically taking care of the relations of the 
most important stakeholders to improve the corporate branding. Last but not at least, we argue 
CSR in competitors' relation and in financiers relation could also contribute to the improvement 
of Estee Lauder's corporate branding and we outline our suggestions for CSR in competitor and 
financier relation in the last part of the analysis. 
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1.0 Introduction 
Introduction part of the paper describes the background of our research, meaning introduces 
why or what reasons trigged our interests to investigate the research question which we came up 
in the paper. In this part, we presented the research questions of the paper, the delimitation of 
the paper, the time frame work and the outline of the project. 
1.1 Problem Area 
With the development of globalization, the activities of the corporations have spread over the 
different countries. Accompanied by having more opportunities of seeking the efficient way of 
making profit, the corporations are also facing one of the biggest challenges such as the 
intensive competition in the global market. How the corporations could seize the competitive 
advantages nowadays is our interest. In our opinion, facing the intensive competition, the 
corporations should be unique which means should be different from others. What should the 
corporations do with the purpose of being different from others? We think the answer is they 
should always seek the way of building up their brands, since it is only one channel to different 
themselves from others under such a situation as having a lot of strong competitors. Here the 
brand we mentioned to build up is the corporate brand. That is because due to the intensive 
competitions in the global market, only pursuit of product-brand-building seems be not enough 
for the business to seize the competitive advantage. Due to globalization and the challenges 
from the environment and the society during the development of the corporations, the ethical 
behavior of the corporations in the global market has also become one of the most important 
concerns by people to see the corporations. Therefore, we think the corporations instead of only 
taking care of their shareholders should consider the stakeholders who are related to the 
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survival and success of the business in order to be different themselves from others. How to 
improve the corporate branding and take care of the important stakeholders is our wondering.  
Throughout studying many cases and research papers, we can say there are a lot of ways which 
are suggested for the corporation to use for improving the corporate branding such as 
technology innovation and marketing-strategies-making. However, among these ways we argue 
that CSR which demands the corporation not only to be responsible for shareholders, but also 
responsible for employees, customers, suppliers, society and environment could be a more 
effective way to improve the corporate branding of the business with the purpose of making 
more profit. As we can see, nowadays many corporations have already participated in the 
activities of taking social responsibilities in the global market and we can say CSR activities 
have played an important role in maintaining and expanding market share of the companies. 
Therefore, what is the relationship between CSR and the corporate branding? How does CSR 
improve the corporate branding? The above questions trigged our interest to investigate in our 
paper. We try to find out the answers and relate these theoretical questions to our real world. We 
found out Estee Lauder could be a case which reveals how the corporation links CSR to its 
corporate branding and makes CSR contribute on the development of their corporate brand. The 
reasons why we put our eyes on Estee Lauder are not only because Estee Lauder case is much 
more relevant to our interest but also because as two daily consumers of cosmetics, we are 
always seeking the cosmetics which can bring the health, safety and beauty to us. Estee Lauder 
is having comparatively higher brand image among the brands of cosmetics which we are quite 
familiar with and considering as daily use. We are wondering how Estee Lauder develops their 
corporate branding through CSR strategies for ethically taking care of its important 
stakeholders during the business development and what strategies related to CSR could be 
suggested for contributing to the corporate branding of Estee Lauder. Therefore, we came up 
the research question as follows. 
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1.2 Problem Formulation 
The project will work on to solve the main research question using the academic models and 
theories. The three sub-questions derived from the main questions will throughout the whole 
project. 
1.2.1 Main Research Question 
How does CSR improve the corporate branding of Estee Lauder? 
Here the key word “the corporate branding" is not just the name of the company but it is built 
upon the interplay between organizational vision, culture and image held by the stakeholders. 
Corporate Social Responsibility requires the corporations to ethically take care of the 
stakeholders during the business development. How CSR as a strategy for Estee lauder 
contributes to its corporate branding through ethically taking care of its important stakeholders 
is another way to express our main research question. 
In order to answer the main research question the project will throughout the three sub 
questions to arrive at. 
1.2.2 Sub Questions 
 Why is it important for Estee Lauder to build up its corporate branding? 
This sub-question is talking about the importance of building up the corporate branding for 
Estee Lauder and what we understand about the corporate branding of Estee Lauder. 
 What has Estee Lauder already done to link CSR and its corporate branding? 
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This sub-question in other words, deals with how CSR strategies in the key stakeholders' 
relations conducted by Estee Lauder through ethically influencing and taking care of the 
decision-making of the stakeholders contribute to the improvement of its corporate branding. 
 What other CSR strategies could be used for Estee Lauder to contribute to its 
corporate branding? 
1.3 Delimitations of the Project 
 The project considers CSR as a strategy based on the arguments of Jacob Rendtorff which 
should be integrated into the overall strategies of the corporations. 
 The paper will mainly focus on the data and information collected by secondary sources. 
Meaning the secondary data is only used in the paper. 
 Some elements covered by the framework or models are not mentioned since they are less 
necessary for answering the research question due to limited time frame and space. 
 Since there are many definitions about what CSR issues could be, but our paper considered 
CSR issues as being consistent with the moral issues which are came up in Johanna's 
framework for analysis moral issues in stakeholder relations. 
 The analysis did not cover the dividends and retained earnings, these two CSR issues in 
owner relation mentioned in Johanna's framework for analysis moral issues in stakeholder 
relations due to limited information collection. 
 Since there are many different definitions about stakeholder, however, the stakeholders 
defined and dealt with by our paper are those who are most important to the survival and 
success of the corporations. According to Johanna's framework, stakeholders defined by 
our paper include customers, suppliers, community and government, environment, 
competitors, owners, employees, and financiers. 
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1.4 Time Frame 
The project was started at March 2011 and supposed to hand in 30
th
 of May 2011. The period of 
working on the project is around 2 months. 
1.5 Project Outline 
In order to make a comprehensive and intelligible paper, we will present objective of each 
chapter, in this paper six chapters will be presented.  
Chapter 1 is introduction part which introduces the development of research problem, why do 
we choose that problem? What is our interest?  
Chapter 2 is methodology part, it discusses and describes what research purpose is, which 
approach we will adopt, what data we will collect and what delimitation is in research method. 
Chapter 3 is theoretical framework which explores theories about the corporate branding, CSR, 
and stakeholders and then we acquire our argument about the relationship between CSR and 
corporate branding.  
Chapter 4 is analysis part which is based on theoretical framework, to discuss and analyze our 
research problem. We present Estee Lauder companies' profile briefly, according to these 
information, we discuss and analyze how Estee Lauder use CSR strategy to improve its 
corporate brand which is based on the theoretical framework 
Chapter 5 is conclusion part which concludes this study; it summarizes what we have found out 
through analysis and what answers to the research question. 
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Chapter 6 is perspective part. This part will talk about our suggestions for the further research 
beyond the conclusion which are related to what other new theories could be used for 
supporting our further research and what new information and data-collection-methods could 
be also used. 
 
Figure 1: Outline of Dissertation 
 
 
 
 
 
 
 
 
 
Source: our own construction 
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2.0 Methodology  
2.1 Research Purpose 
Having presented our interested theme on problem formulation is how CSR improve corporate 
branding of Estee Lauder. On the basis of problem formulation, the research method will be 
selected by us. Before selecting method, we must recognize exactly again what our thesis is, 
what kind of information need to collect, which kind of research approach we will choose, and 
how to design our paper structure clearly. Therefore, our research is to accomplish the 
following objective 
 Combining the knowledge we have learned on this semester, our purpose is to make 
flexible use of our knowledge into paper which is better to present our understanding of 
theories. 
 To better complete paper, making a hypothesis that is CSR can improve corporate branding 
of Estee Lauder, in order to prove our hypothesis, all of relevant literatures we will search 
and collect to substantiate this hypothesis. 
 Through all of relevant literature, making a deep research to define what CSR is, what 
corporate branding is, and what the relationship between CSR and corporate branding is, 
and why and how to use these theories, which are presented in chapter of theoretical 
framework. 
 Combining theories and case of Estee lauder, to make a critical analysis on how CSR 
improve corporate branding of Estee Lauder, and present our argument about theme of 
paper and make our recommendations.   
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2.2 Decision on Type of Research  
Research study can be carried out on one of three levels: exploratory, descriptive or causal 
(Crawford, 1997). 
The major emphasis in exploratory research is on the discovery of ideas and insights (Hester, 
1996). The chief purpose of exploratory research is to research a better understanding of the 
research problem (Crawford, 1997). Exploratory research is to explore a new idea for problem. 
It also helps in achieving greater precision in the formulation of problems and development of 
new courses of action Krishnaswamy, Sivakumar, Mathirajan, 2009 . Exploratory research 
is also very helpful in initiating a study because it helps the analyst to understand all aspects of 
a problem or subject (Hester, 1996). Exploratory research is intended to help researcher 
formulated a problem in such a way that it can be researched and suggest testable hypotheses 
(Crawford, 1997). 
Unlike exploratory research, descriptive studies are rigidly prescribed by the researcher’s 
hypothesis about the subject or problem under study (Hester, 1996). Descriptive research is 
defined as fact finding with adequate interpretations. Fact finding would involve just data 
gathering Krishnaswamy, Sivakumar, Mathirajan, 2009 . It is suitable for no finding problem 
cause, but can describe the situation. A descriptive research study may be guided by a 
hypothesis. Krishnaswamy, A Sivakumar, Mathirajan, 2009  
Causal research is concerned with understanding the connection between cause and effect, 
which means that most causal research designs are experiments. Causal research is best 
performed in an isolated, controlled environment such as a laboratory (Hester, 1996).  
The exploratory research is used in this paper, it explores the relationship between CSR and 
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corporate branding, and analyze whether CSR can improve corporate branding of Estee Lauder. 
Therefore, exploratory research helps us obtain a better understand about research problem. 
2.3 Research Approach 
The main focus of research can be either building or theory testing. Theory testing occurs where 
an existing theory or hypothesis is taken as the guide to a piece of research and is then tested 
using methods that will allow it be measured and evaluated. In contrast, where the emphasis of 
research is on theory building then the purpose of a study is to seek out meaning and 
understanding of the phenomena(Carson, Gilmore, Perry and Gronhaug, 2001), a best 
approach to use for a study depends on the purpose of the study and accompanying research 
question(Yin 1994). in research purpose we have described that hypothesis is taken, and then 
using some relevant theory to analysis and support this hypothesis, so theory testing will be 
used in this paper, the distinction between theory testing and theory building is intrinsically 
linked to the issue of using either a deductive or inductive approach to research (Carson, 
Gilmore, Perry and Gronhaug 2001). 
Deduction entails the development of a conceptual and theoretical structure prior to its testing 
through empirical research methods, it begins with some kind of abstract conceptualization and 
moves on to testing through the application of theory in order to create new experiences or 
observations(Carson, Gilmore, Perry and Gronhaug 2001). Therefore, deductive approach is a 
theory to provide a guarantee and support for conclusion, that is to say, deductive approach 
begin with a theory or principle, based on this theory or principle, you will develop a hypothesis 
which is tested to substantiate your hypothesis, if your hypothesis can be prove or support, you 
can confirm your initial idea is correct.  
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Induction is allowing the data to guide the research and theory building. It involves using the 
observations of the empirical world to allow the construction of explanations and theories 
about what has been observed (Carson, Gilmore, Perry and Gronhaug 2001). At the beginning 
of Inductive approach, a specific things such as a study case is your interest, based on this 
observation of case, you can get a general idea on that observation.  
Figure 2:  Deduction and Induction Approach Model 
 
 
 
 
 
 
Source:www.drburney.net/INDUCTIVE%&%20DEDUCTIVE%20RESEARCH%20APPROACH%20060
32008.pdf 
This paper will follow deductive approach, in the beginning, the theories about CSR, corporate 
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get our own understanding of theories about CSR and corporate branding, on the basis of these 
theories, the relationship between CSR and corporate branding will be analyzed. Therefore, 
deductive approach will be used to this paper, begin with the theories, based on understanding 
of the theories we make a hypothesis (CSR can improve corporate branding), and then we will 
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analyze and confirm.  
2.4 Collection of Data 
One of the most important steps in the process of writing a report is that of gathering 
information. Because a report is only as good as its data, you will want to spend considerable 
time collecting data before you begin writing (Guffey, 2010). A useful data can bring supportive 
problem answers. 
Researchers gather two kinds of data: primary data and secondary data. Primary data refer to 
information collected for the first time specifically for a research study. Secondary data are 
collected from previously published or compiled sources. (Kurtz, MacKenzie, Snow, 2010) 
Primary data result from first-hand experience and observation. Researchers use a variety of 
methods for conducting primary research; the principal methods for collecting primary data 
are observation, surveys and interviews, and controlled experiments. The choice among these 
methods depends on the issues under study and the decisions that marketers need to make. 
Primary data can provide richer, more detailed information than secondary data offer (Kurtz, 
MacKenzie, Snow, 2010).  
Kurtz, MacKenzie and Snow think secondary data can offer two important advantages: first, it 
is less expensive to gather secondary rather than primary data. Second, it can save time to use 
secondary data. A research study that requires primary data may take three to four months to 
complete, while a researcher can often gather secondary data in matter of days (Kurtz, 
MacKenzie, Snow, 2010). 
Secondary data is provided in this paper, which is from book, article, and web site. It is far 
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cheaper for us to collect secondary data than primary data, and it also consume time less than 
primary data. If we have more time and much money, we will make use of primary data, 
because primary data can provide richer, more detail information than secondary data. 
2.5 Limitations for Methodology  
This paper is mainly relying on secondary data, such as book, article, web site, which will result 
in some limitation. If we have more time, primary data and information could also be used by 
our research, since primary data are more reliable for our analysis. The collection of primary 
data and information could be through interview and questionnaires. 
3.0 Theoretical Framework 
The aim of this part is to deal with the models and theories which are used to as tools for 
supporting the analysis. This part talks about what the models and theories are about and why 
and how our paper uses these theories to solve the research questions. 
3.1 Corporate Branding  
3.1.1 A Brief introduction of Corporate Branding Theory by Hatch and Schultz 
John M.T.Balmer argue corporate branding differentiate organizations from their competitors.
1
 
Balmer pointed out that corporate branding is different from the product branding. To build up 
                                                 
1 source from Revealing the corporation perspectives on identity, image, reputation, corporate branding, 
and corporate-level marketing By John M. T. Balmer and Stephen A. Greyser page 302 
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the corporate branding needs everyone involved in the business to take care of it. A successful 
corporate branding needs to meet the expectations of a whole range of internal and external 
stakeholders, stakeholder groups and networks, all of whom are crucial to the organization's 
success.
2
  
Mary Jo Hatch and Majken Schultz in their article titled as "Bringing the corporation into 
corporate branding" describe and make an analysis of how to create a corporate branding. They 
argue that corporate branding is different from the product brand which has the characteristics 
of involvement of multiple stakeholders. They mentioned a corporate branding is built up based 
on the decisions of the multiple stakeholders and is trying to attract stakeholder's attention and 
make them experience their values which are illustrated in the following model
3
. 
Figure 3: The Corporate Brand and Key Decisions-making of Stakeholders 
 
Source: The article "Bringing the corporation into corporate branding” by Mary Jo Hatch and Majken Schultz page 1046 
 
                                                 
2
 Source from Revealing the corporation perspectives on identity, image, reputation, corporate branding, 
and corporate-level marketing By John M. T. Balmer and Stephen A. Greyser page 302 
3 Source from the article "Bringing the corporation into corporate branding " by Mary Jo Hatch and Majken Schultz page 
1046 
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The model reveals the corporate branding is built up the decisions-making by the stakeholders. 
Mary Jo Hatch and Majken Schultz argue a successful corporate branding is a reflection of the 
needs and values of the important stakeholders and makes them feel they belong to the 
corporations. It is this attraction and sense of belonging that affects the decisions and 
behaviors on which a company is built.
4
 
On the other hand, since Mary Jo Hatch and Majken Schultz argue also a successful corporate 
brand is formed by the interplay between strategic vision, organizational culture and the 
corporate images held by its stakeholders.
5
 Therefore, the model which we talked about above 
could be illustrated in another way.  
Figure 4: Vision-Culture-Image Model 
 
6
 
(Source: The article "Bringing the corporation into corporate branding" Mary Jo Hatch McIntire School of Commerce, 
University of Virginia, Charlottesville, Virginia, USA, and Majken Schultz Copenhagen Business School, Copenhagen, 
Denmark) 
                                                 
4 Source from Bringing the corporation into corporate branding by Mary Jo Hatch and Majken Schultz page 1046 
5 Source from Bringing the corporation into corporate branding by Mary Jo Hatch and Majken Schultz page 1045 
6 Source from Bringing the corporation into corporate branding Mary Jo Hatch McIntire School of Commerce, University 
of Virginia, Charlottesville, Virginia, USA, and Majken Schultz Copenhagen Business School, Copenhagen, Denmark 
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According to Mary Jo Hatch and Majken Schultz, vision means the decision-making of the top 
management for the change and the goal of the development of the business. Culture is the 
internal value of the business and manifests itself in the ways employees all through the ranks 
feel about the company they are working for.
7
 Meaning culture embodies or reflects the 
feelings, beliefs and behaviours of the employees in the organizations. And the image reflects 
how the stakeholders see and evaluate the organization. The model shows what Mary Jo Hatch 
and Majken Schultz understand about the corporate branding whose process is backup by 
vision, culture and image and the successful corporate brand is build up on the interplay of these 
three elements held by the stakeholders. In order to achieve the interplay between these three 
elements, Hatch and Schultz argue it requires effective dialogue between top management, 
external stakeholders and members of the organizational culture.
8
  
3.1.2 Why and How to Use Hatch and Schultz's Corporate Branding Theory? 
Why to use Hatch and Schultz's corporate branding theory? The theory reveals how to 
build up a successful corporate branding for the business which is based on the involvement of 
multiple stakeholders and the interplay between organization vision, culture and image that is 
achieved by effective dialogue between top management, employees and external stakeholders 
of the company. We use that theory with the purpose of finding out how does Estee Lauder 
contribute to its corporate branding meaning how does Estee Lauder deal with the three 
elements which are for building corporate branding to base on and trying to find out the 
                                                 
7 Source from Bringing the corporation into corporate branding Mary Jo Hatch McIntire School of Commerce, University 
of Virginia, Charlottesville, Virginia, USA, and Majken Schultz Copenhagen Business School, Copenhagen, Denmark  page 
1047 
8 Bringing the corporation into corporate branding Mary Jo Hatch McIntire School of Commerce, University of Virginia, 
Charlottesville, Virginia, USA, and Majken Schultz Copenhagen Business School, Copenhagen, Denmark page 1062 
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importance of the relations with the stakeholders to the corporate branding of Estee Lauder. On 
the other hand, we are also trying to find out how could CSR considered by us as a strategy be 
through ethically dealing with the relations with stakeholders to improve the corporate branding 
of Estee Lauder. We argue the corporate branding theory provided by Hatch and Schultz could 
help us to learn and understand the process of Estee Lauder building up its corporate branding 
and the theory help us to reveal the relations between the corporate branding and the 
stakeholders. In order to answer the research question which is how CSR improves the 
corporate branding of Estee Lauder, the theory provided by Hatch and Schultz helps us to find 
out the link between CSR and corporate branding.  
How to use that theory? We are quite agreeable with the arguments of Hatch and Schultz 
which are the corporate branding involving multiple stakeholders and achieved success by 
interplay between vision, culture and image held by stakeholders. Our paper will base on the 
two models of Hatch and Schultz which are illustrated above and combine them for making the 
following model. 
 
Figure 5: The inspired corporate branding model 
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Source: Our own construction 
The model is used to describe and make an analysis of how we understand the corporate 
branding and the importance of building up the corporate branding for Estee Lauder and try to 
find out the relations between the corporate branding and stakeholders. The theory is also used 
as a base for linking the social responsibilities which Estee Lauder has taken or should take and 
its corporate branding improvement.  
3.2 CSR  
Corporate Social Responsibility (CSR) relates to the fundamental responsibility that a 
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corporation has toward its internal and external stakeholders and constituencies.
9
 As we have 
known, there are many different views from different scholars and researchers to define CSR 
and its role which the modern corporations are playing in the development of the business. 
Jacob Rendtorff in his theory "Responsibility, Ethics and Legitimacy" mentioned that there are 
four categories of CSR concept which are economic, political, integrative and ethical. 
Regarding to the economic category, the economists consider CSR as a part of the corporations' 
economics activities and being used for making profit increased. From the political category, 
CSR is considered as a political role which the corporations are playing in self-regulation and 
global governance. From the integrative categories, CSR is argued by the scholars for 
communication between the corporations and its surrounding society and environment and 
establishes legitimacy through compliance with societal expectations regarding management 
issues and stakeholder dialogue
10
 and from the ethical category, business ethics is considered 
as the center to the CSR activities of the corporations. Jacob Rendtorff argues that CSR is based 
on the business ethics and integrates the four perspectives' considerations which are talked 
about above. Meaning the corporations should take social responsibilities for economics, legal, 
society based on putting ethical in the center. Jacob continues to argue CSR can be conceived as 
an element of the strategic realization of good corporate citizenship through the idea of 
organizational integrity.
11
 Based on the arguments of Jacob, we concluded CSR is the 
responsibilities which the corporations take for the society, economics, corporate governance 
based on the ethical way. In other words, CSR is the responsibilities which the corporations 
should take for their stakeholders and could be considered as a strategy which should be 
integrated into a firm's overall strategy for corporate citizenship, business ethics and 
                                                 
9 Source from Responsibility, Ethics and Legitimacy of Corporations By Jacob Dahl Rendtorff page 146 
10 Source from Responsibility, Ethics and Legitimacy of Corporations By Jacob Dahl Rendtorff page 146 
11 Source from Responsibility, Ethics and Legitimacy of Corporations By Jacob Dahl Rendtorff page 149 
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value-driven management.
12
 Here according to Jacob, the value-driven management means the 
corporations try to set up ethical corporate values to guide and regulation the strategies-making. 
Our paper is dealing with the investigation of the improvement of corporate branding of Estee 
Lauder. According to the corporate branding theory which we mentioned in the section 3.1 and 
will be used for our paper, we argue the successful corporate branding of Estee Lauder is built 
upon the interplay between the vision, culture and image held by the stakeholders. And then we 
want to investigate what contributes of Estee Lauder's CSR activities does Estee Lauder had 
have or should have to the improvement of its corporate branding and the relations between 
CSR and corporate branding could be. Therefore, we use the arguments of Jacob in his theory 
"Responsibility, Ethics and Legitimacy" to find out what Corporate Social Responsibility is 
exactly talking about and the importance of CSR as the corporations' strategies for the business 
corporate branding's development. 
Since 1990s Estee Lauder has already worked on its CSR activities which actually contributed 
to its corporate branding. Nowadays, Estee Lauder has become one of the most famous 
international cosmetics corporations and at the same time, due to globalization, CSR 
conducted by Estee Lauder seems also be more and more important for the development of 
the corporations. Jacob's arguments are based on by the paper to illustrate what CSR is 
meaning and the importance of CSR for Estee Lauder's corporate branding development 
through which we reveal what we understand about CSR.  
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3.3 Stakeholder Approach 
3.3.1 A Brief Introduction of Stakeholder Theory of R. Edward Freeman 
R. Edward Freeman argues in his article “Stakeholder Theory of the modern Corporation" that 
the corporations in the modern society today could be considered as a tool or system which 
manages the business life. Freeman criticized the arguments from traditional managerial 
capitalism which are the management of the corporations has the duties only for the 
shareholders. Freeman argues due to the development of legitimacy, economics, moral it is 
quite limited if the modern corporations are only taking care of and seeking the way to meet the 
needs of the shareholders instead the business should have a duty or a relationship with 
stakeholders. According to Freeman, Stakeholders mean groups and individuals who benefit 
from or are harmed by, and whose rights are violated or respected by, corporate actions or 
those groups who have a stake in or claim on the firm.
13
 The following model which is 
provided by Freeman in his Stakeholder theory reveals the elements which are involved in his 
definitions of Stakeholders. 
Figure 6: Stakeholder model 
14
 
                                                 
13 Source from Stakeholder Theory of the Modern Corporation By R. Edward Freeman 
14 Source from Stakeholder Theory of the Modern Corporation By R. Edward Freeman 
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Source: the article "Stakeholder Theory of the Modern Corporation” By R. Edward Freeman 
According to the Stakeholder Model of the Corporation, we can see owners, suppliers, 
employees, customers, local community and management are included by Freeman who 
Freeman argues are vital to the survival and success of the corporation.
15
 Freeman continues 
to argue if the range of the stakeholder whom should the corporate builds up the relations with 
could be enlarged, he will consider the involvement of the competitors and government. 
Therefore we concluded the arguments of Freeman's stakeholder theory of the modern 
corporation which are due to the development of economics, legal, and society, the modern 
corporations nowadays should have the duties changed from only for the shareholders to for 
the stakeholders who have stake in or claims on the business. Customers, employees, owners, 
management, suppliers and local community are those most important stakeholders to the 
success of the modern corporations. And competitors and government could be also 
considered. 
3.3.2 Why and How to Use Freeman's Theory in the Paper? 
Why to use Freeman's theory in the paper? As we mentioned in the previous section above, 
Freeman's stakeholders' theory argues it is necessary and important for the modern 
corporations to shift their duty for the shareholder only to taking responsibilities for the 
stakeholders. That is because it is the needs of the development of the modern society, 
economics and legal. Freeman's theory identifies the most important stakeholders for 
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corporations' survival which are customers, suppliers, management, owners, local community 
and employees. 
Our paper is dealing with how CSR activities of Estee Lauder through ethically taking care of 
its stakeholders to achieve improving its corporate branding which is build up on the interplay 
between vision, culture and image held by the stakeholders. So firstly, we are going to 
investigate what the stakeholders talk about and why the corporations' changing concern of 
from shareholders only to stakeholders becomes more and more important for the 
corporations' successful development. Related to Estee Lauder, we use the Freeman's 
stakeholder‟s theory to explain the importance of taking care of the multiple stakeholders for 
Estee Lauder as a modern international corporation and the theory helps us to define the key 
stakeholders of Estee Lauder. 
How to use that theory? Freeman's stakeholders' theory helps us to explain how we 
understand the stakeholders and for the company's success and survival who could be 
considered as the key stakeholders. And the theory is also based on for us to find out the 
importance of taking care of the stakeholders for modern corporations. 
3.4 Johanna's Framework 
3.4.1 A Brief Talk about Johanna Kujala’s Theory 
Johanna in the article “Analysing moral issues in stakeholder relations” argues based on the 
stakeholder approach, stakeholders play one of the most important role in the development of 
the business. If the corporations do not meet the needs of their stakeholders, the corporations 
will die. In the article the business life is seen and analyzed from the perspective of the 
23 
stakeholders‟ relations. Johanna is trying to describe and analyze how moral issues in business 
can be examined with the stakeholder approach. Here the stakeholder approach is used as a tool 
for analyzing and indentifying the moral issues of the company. Based on the stakeholder 
approach and the business ethics theory, combining with the information collecting from the 
interview of managers, Johanna developed a framework which is illustrated in the following 
table
16
 and reveals the moral issues of the company from the 8 stakeholders‟ perspectives.  
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Figure 7: Framework for analyzing moral issues in stakeholder relations 
Stakeholders  Moral Issues 
Customers  Information 
 Advertising 
 Product safety 
 Product quality 
 Packaging 
 Pricing 
 Customer satisfaction 
Employees   Right to just wage 
 Right to privacy 
 Right to participate 
 Right to organize 
 Hiring policies 
 Firing policies 
 Discrimination 
 Working conditions 
 Stability 
 Security 
 Development possibilities 
 Honesty 
 Education 
Owners   Dividends 
 Reporting 
 Retained earnings 
Competitors  Fair play 
 Honorable competitive 
methods 
 Denigration 
 Pricing cutting 
 Foreign competition 
 Co-operation 
 Tacit agreement 
 Bribery 
 Consistency and stability 
 Healthy marketing 
practices 
Suppliers and Dealers  Fair business practice 
 Bidding 
 Paying the bills 
 Co-operation 
Community and Government  Compliance with laws 
 Co-operation 
 Tax-base 
 Good citizenship 
Financiers  Co-operation 
 Long-term relations 
 Returns 
 Risk evaluation 
 Information 
The Environment   Pollution 
 Interest in nature‟s health 
and survival 
 Extinction of species 
 Product recycling 
Source: the article" Analysing moral issues in stakeholder relations "By Johanna Kujala page 239 
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The framework identifies the situation which may affect the lives of many people in and 
around a company and came up a total of 50 moral issues in eight stakeholder relations.
17
 
These eight stakeholder relations involved in the framework include customers, employees, 
owners, competitors, suppliers and dealers, community and government, financiers and the 
environment whom are considered by Johanna in the article as the most important stakeholder 
relations with the company. From the perspective of the stakeholders mentioned above, the 
moral responsibilities which the company should have related to each stakeholder are 
identified in the framework.  
3.4.2 Why and How to Use Johanna’s framework in Our Research Paper? 
Why to use Johanna's framework? In order to find out the answers to the research question 
of our paper which is how Corporate Social Responsibility improves the corporate branding 
of Estee lauder, we are firstly going to find out the relation between corporate social 
responsibility and stakeholders of the company. That is because we argue to build up the 
corporate branding of Estee Lauder is based on the decisions of the stakeholders of the 
company, so attracting and maintaining the relations with the stakeholders is one of the most 
important elements for the company to develop its corporate branding. And on the other hand, 
due to the globalization, the development of the business nowadays should be not only 
responsible for its final goal of making profit, but also responsible for the influences of its 
activities on everyone who are involved in the business which is the need of the development 
of modern society. So based on what we talked about above, we argue it is important for the 
corporations to take social responsibilities when they are on the way of developing their 
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business. And since building up the corporate branding is based on the relations with the 
stakeholders and the goal of CSR is to embrace responsibility for the company's actions an 
encourage a positive impact through its activities on the environment, consumers, employees, 
communities, stakeholders and all other members of the public sphere,
18
 so we conclude the 
relation between CSR and stakeholders which is Corporate Social Responsibility could be 
considered as a strategy used by the corporations to build up or improve the corporate 
branding through ethically taking care of its stakeholders. Johanna's framework which is 
illustrated in the article “Analysing moral issues in stakeholder relations" reveals the relation 
between CSR and stakeholders of the business. And the framework indentifies the social 
responsibilities of the corporations form each stakeholder's perspective with the purpose of 
helping the company to find out another way to achieve the final goal. We argue according to 
the framework of Johanna, the corporations could have the opportunities of knowing what 
should be done regarding to their social responsibilities in order to take care of the 
stakeholders' needs. We used the framework of Johanna for describing and analyzing the CSR 
activities of Estee Lauder from the perspective of its stakeholders and revealing how Estee 
Lauder links CSR and its stakeholders. The framework will be also used as a base of the 
strategies part of the paper. 
How to use the framework of Johanna? The paper will base on the framework to describe 
and make an analysis of Estee Lauder's CSR activities from 8 stakeholders' perspectives 
which are customer, employees, owners, competitors, suppliers and dealers, community and 
government, financiers and the environment. In addition, we will use the item "CSR" in our 
paper when the framework is used instead of using the item "moral issues" which is stated in 
the framework. That is because as we have made a lot research about the definitions of CSR, 
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we conclude different people have different definitions about CSR. But we think the moral 
issues which are adapted in Johanna's framework could be the same with what we are 
thinking about the meaning of CSR.  
4.0 Analysis of Estee Lauder 
The analysis part of the paper will throughout the sub-questions based on the models and 
theories mentioned in our theory framework in order to arrive at the answers to the main 
research questions. 
The Estée lauder Companies Inc. was established by Estee Lauder in1946 in New York which 
is one of world’s leading manufacturers and marketers of quality skin care, makeup, 
fragrance and hair care products whose more than 25 brands are sold in over 150 countries, 
and it has more than 31,000 full-time employees worldwide.
19
 It has a number of brands 
including: Estée Lauder, Aramis, Clinique, Prescriptives, Lab Series, Origins, M-A-C, Bobbi 
Brown, Tommy Hilfiger, Kiton, La Mer, Donna Karan, Aveda, Jo Malone, Bumble and 
bumble, Darphin, Michael Kors, American Beauty, Flirt!, GoodSkin Labs, Grassroots 
Research Labs, Sean John, Missoni, Daisy Fuentes, Tom Ford, Coach, Ojon and Smashbox. It 
is an international company. According to Estee Lauder companies 2009 CSR report, we can 
see 59% of the total sales of the company in 2009
20
 were contributed to by Estee Lauder's 
global market. The vision of Estee Lauder companies is bringing the best to everything we do 
which is called High-touch.
21
 The core of the organization value is imagine, integrate and 
innovate. Imagine means what our best, brightest and most creative people can achieve; 
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Integrate means the collective efforts of our employees will enable us to be a truly global 
company; And innovate means we continue to surprise and delight our consumers.
22
 And 
moreover, due to many efforts of Estee Lauder on their public activities, Estee Lauder image 
is always connected with its philanthropy activities since the company is founded. We can say 
nowadays the goal of Estee Lauder Company is not only seeking the product branding but 
also trying to improve its corporate branding in the global market. 
The section 4.1 will deal with the importance of corporate branding for Estee Lauder and 
based on the inspired corporate branding model (see figure 5) we talked about what we 
understand about the corporate branding of Estee Lauder. 
4.1 Why is it Important for Estee Lauder to Build up Its Corporate Branding? 
Firstly, we will talk about what we understand about corporate branding. Balmer pointed out 
that corporate branding is different from the product branding. The product branding focuses 
on the customers' needs and only views the customers as its central. However, Freeman argues 
due to the development of economics and laws, the modern corporations can not only 
concentrate shareholders and customers, but should take care of the stakeholders which is key 
to the success of the business. The corporate branding which involved multiple stakeholders 
becomes most important for the corporations to differentiate themselves from others.  
Corporate branding is not limited to a specific mark or name. Branding can incorporate 
multiple touchpoints which includes products, service, or a brand with customers, employees 
and other stakeholders.
23
 Mary Jo Hatch and Majken Schultz argue corporate brand 
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contributes not only to customer-based image of the organization, but to the images formed 
and held by all its stakeholders, including employees, customers, investors, suppliers, 
partners, regulators, special interests, and local communities. The development of corporate 
brand is not only to rely on customers, but to all of stakeholders, corporate branding embodies 
a kind of positive recognition or view of stakeholders for a company, according to this 
recognition or view, the stakeholders are willing to belong to or cooperate with this company, 
therefore, corporate brand is not only about differentiation, it is also about belonging,
24
 
which means corporate brand not only make the company different from others, but also 
attract stakeholders to the company and encourage them to feel a sense of belonging to 
company. It is this attraction and sense of belonging that affects the decisions and behaviors 
on which a company is built.
25
 
Having present Mary Jo Hatch and Majken Schultz‟s argument in theoretical framework, a 
successful corporate brand is formed by the interplay between strategic vision, organizational 
culture and the corporate image held by its stakeholders.
26
 We will analyze Estee Lauder‟s 
development of corporate brand by process linking strategic vision, organizational culture and 
the corporate image. As we mentioned strategic vision is the decision-making of top 
management about what the company‟s goal is or which goal will achieve in the future, 
organizational culture means company‟s culture embodies the decision-making of 
organization members which is the internal values and beliefs of company, corporate image is 
about how stakeholders view the company which is the decision-making of the external 
stakeholders, that is a kind of impression of customers, shareholders, the media, the general 
public, and so on. Therefore, in order to better understanding the models we combine Mary Jo 
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Hatch and Majken Schulte‟ two models into one model for Estee Lauder company (see figure 
5). We will base that inspired model to describe and make an analysis of what we understand 
how Estee Lauder builds up its corporate branding. 
4.1.1 Estee Lauder’s Strategic Vision 
Estee Lauder Company has a long and successful history since Estee Lauder, Mrs. Estee 
Lauder armed with four cosmetic products and an amazing vision to build up the business 
with an unwavering commitment to being the best in all aspects of the beauty business, that 
vision is “Bringing the Best to Everyone We Touch and Being the Best in Everything We Do” 
27
 “The best” means the best product, the best people, and the best idea. The Estee Lauder 
Company‟s top management continues to insist on Mrs. Estee Lauder‟s vision to operate the 
business. This vision embodies Estee lauder‟s decision-making of top management and guides 
the Estee Lauder Company to be a good corporate and global citizen, which kind of the 
decision-making of top manager form the Estee Lauder‟s this vision, the Estee Lauder‟s 
mission have shown the decision-making of top manager including eight aspects as follows: 
 Being responsible citizens in every community we serve  
 Understanding that we are part of a larger whole and that our actions have 
consequences  
 Striving to continuously look for new and better ways to do things to constantly raise 
our standards  
 Providing consumers with innovative cosmetic products of the highest quality and 
safety standards  
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 Delivering outstanding service by treating each individual as we ourselves would like to 
be treated  
 Building partnerships with our stakeholders based on fairness and trust  
 Pursuing profit-but never at the expense of quality, service or reputation  
 Most of all, staying committed to working safely together with uncompromising ethics 
and integrity
28
 
These eight decision-makings of top manager form the Estee Lauder‟s strategic vision: 
“Bringing the Best to Everyone We Touch and Being the Best in Everything We Do”29, and this 
vision also embodies the Estee Lauder‟s decision-making of top management and express the 
Estee lauder‟ top management‟s aspiration for what will do. The Estee lauder‟s 
decision-making of top management is responsibility for every commitment the company 
services, do every things better than before and constantly raise the standard, provide 
outstanding service for each customers, develop a fair and trustable relationship with 
stakeholders, pursue profit but never cut down the expense of quality, service and reputation. 
Generally speaking, Estee Lauder is using ethics and integrity to treat their stakeholders which 
make the business safely, improve the company competitive advantage and guide the company 
to develop an outstanding international corporation. Just due to this positive strategic vision 
with ethics and integrity, the Estee Lauder Company‟s employees are willing to work hard and 
are loyal to company, they pursue innovation to improve the quality of products and service in 
order to do the best, that form the Estee Lauder‟s organization culture which just go along with 
Estee Lauder‟s strategic vision “bring the best to everyone we touch”, at the same time, 
attracting the stakeholder attention to build up a good corporate image.  
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4.1.2 Estee Lauder’s Organizational Culture 
Based on the inspired model we illustrate in figure 5, organization culture expresses the 
decision-making of organization members which includes work hard, be loyal, seek challenge, 
resist influence and represents org in a positive or negative light. We could argue the 
employees‟ behavior, value and belief form a company‟s organization culture. 
The core of Estee Lauder's organization value is imagine, integrate and innovate. Imagine 
means what our best, brightest and most creative people can achieve; Integrate means the 
collective efforts of our employees will enable us to be a truly global company; And innovate 
means we continue to surprise and delight our consumers.
30
 We argue this core value of 
Estee Lauder companies is consistent with or influenced by Estee Lauder's vision which is 
"Bringing the Best to Everyone We Touch and Being the Best in Everything We Do"
31
. The core 
value expressed through the behaviour of the employees of Estee Lauder which is Estee 
Lauder‟s employees are willing to work hard to bring the best product and service to customers 
and try their best to support philanthropy and volunteering work of the company to show their 
loyalties. Mr. Willam Lauder states in the 2009 annual report that "although the difficult global 
economic conditions impacted our financial results, our employees showed tremendous 
resourcefulness during this challenging time and I am extremely appreciative of their 
dedication, hard work, flexibility and skill."
32
 
Moreover, we want to mention as we known, Estee Lauder is an international company with 
employees having different culture background, the decision of top-management of Estee 
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Lauder is treating employees diversity according to Estee Lauder 2010 CSR report. We 
promote, support and nurture diversity, not least because we understand the importance of 
cultural sensitivity to fully engage our global consumers.
33
 We argue treating employees 
diversity is part of the Estee Lauder vision which is to bring the best into the everyone we 
touch under which employees have a fair working environment where employees of different 
race, sexual orientations, genders, ethnicities, religions and backgrounds are equal to each other. 
Just because of this diversity, the Estee Lauder‟s employees are encouraged to bring creative 
ideas and strategies to the company and enable company to better know, understand and satisfy 
the need of Estee Lauder‟s different customers in the whole world, and they show concern and 
respect for every individual and communicate equally each other, they are willing to adapt 
when the situations change. Such kind of employees' behaviour with forms also another 
characteristic of the organization culture of Estee Lauder which is diversity and ethical. These 
characteristics are influenced by the vision and also deliver vision. And in addition, Estee 
Lauder's culture or organization core values based on the positive decision-making of 
employees improve the corporate image of the company through attracting stakeholders. 
4.1.3 Estee Lauder’s Corporate Image  
Corporate image reflects stakeholders‟ views to the organization which is the outside world’s 
overall impression of the company (Mary Jo Hatch and Majken Schultz 2001), which means 
how stakeholders view and evaluate the company; and the decision-making is made by external 
stakeholders.  
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Because of Estee Lauder‟s ethical strategic vision and diversity organizational culture, the 
Estee Lauder Company‟s image also unfolds its ethical strategic vision and diversity of 
organizational culture. In Estee Lauder Company‟s CSR report 2010, our suppliers are 
important partners, helping us develop our high-quality products and maintain our reputation 
for surpassing consumer expectations.
34
 The Estee Lauder Company‟s suppliers agree to 
supply raw material, because The Estee Lauder is committed to working together with 
uncompromising ethics and integrity, guided by our vision—Bringing the Best to Everyone We 
Touch
35
, and is building partnerships with our stakeholders based on fairness and trust
36
. 
Everyone is not only Estee Lauder customers, but also suppliers, investors, communities, and 
environment, based on these good impressions, therefore the suppliers are willing to offer 
high-quality raw materials to Estee Lauder Company, and trust Estee Lauder can bring the Best 
to them.  
Estee Lauder Company‟s product must meet stringent safety standards, our network of safety 
professionals within ELC and our brands ensure that consumer safety is at all times a top 
priority. Our safety processes comply with, or exceed, all relevant global regulations including 
the U.S. Food, Drug, and Cosmetic Act and the E.U. Cosmetics Directive
37
, Which bring a good 
corporate image to customers, the customers think Estee Lauder Company can be trusted and 
decide to buy Estee Lauder‟s products; thereby its products are sold in over 150 countries. At 
the same time, its philanthropy benefits the communities whose Breast Cancer Awareness 
Campaign, M.A.C. Aid Fund, Aveda Earth Fund, Employee Volunteering, First Step Job 
Training Program, and Project Sunshine and Origins Oasis give Estee Lauder Company‟s 
stakeholders good impression, these activities make woman care their breast health, guide the 
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consumer care AIDS crowd, support the green ecological business and protect biodiversity, 
care homeless and children, which set up a good public image to improve corporate image, and 
unfold the Estee Lauder‟s strategic vision and organizational culture. Just like Hatch and 
Schultz written corporate images feed into strategic vision serving as a mirror in which top 
manager can reflect on who they are, and corporate images also be related to the 
organizational culture and thus the values will be based in the everyday behavior occurring 
within the company.
38
   
4.1.4 Estee Lauder’ Corporate Branding  
A successful corporate branding is built upon the interplay between vision, culture and image 
according to Hatch and Schultz. A strong corporate branding, like a beacon in the fog, attracts 
and orients relevant audience, stakeholders and constituencies around the recognizable values 
and symbols that differentiate the organization and it also about belonging (Hatch and Schultz, 
2001). We argue Estee Lauder has a successful corporate branding. That is because the 
corporate branding is reflecting the interplay between its organization vision, culture and image. 
And on the other hand, we argue the corporate branding of Estee Lauder is strong because it is 
built upon the decision-making of the stakeholders and makes its most important stakeholders 
feel a sense of belonging to company that influence the key stakeholders‟ decision and 
behavior.   
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4.1.5 Conclusion for Sub-Question One  
Why it is important for Estee Lauder to build up its corporate branding, we think corporate 
branding is based on stakeholders‟ decision making, because the development of globalization 
bring intensive competition to company which require the company is different from others, 
this differentiation is not in products, but in the whole corporation, product branding is only 
customer-based images of the company, but corporate branding is formed by strategic vision, 
organizational culture and corporate image held by all its stakeholders. Therefore, it is 
important for Estee Lauder to build up its corporate branding.  
Section 4.1 besides presents the importance of the corporate branding for Estee Lauder 
reveals also what we understand about the corporate branding. We argue corporate branding is 
built upon the decision-making of the top management, organization members and the 
external constituencies. A successful corporate branding is based on the dialogue between 
these stakeholders, in other words, based on the interplay between vision, culture and image.  
On the other hand, Estee Lauder as a transnational corporation always tries to take social 
responsibilities in their global market with the purpose of ethically influencing and attracting 
and maintaining its stakeholders who are key to the success of the business. We argue Estee 
Lauder has a successful corporate branding which is reflecting the interplay between its 
organization vision, culture and image, and at the same time CSR in stakeholders' relation 
conducted by Estee Lauder have played an important role in improving its corporate branding 
through ethically taking care of the stakeholders. In order words, in order to deal with the 
decision-making of the stakeholders, to build up the corporate branding of Estee Lauder needs 
CSR strategies. 
37 
4.2 What Has Estee Lauder Already Done to Link CSR and Its Corporate Branding? 
According to Jacob Rentorff, Corporate Social Responsibility (CSR) relates to the 
fundamental responsibility that a corporation has toward its internal and external 
stakeholders and constituencies.
39
 We concluded the arguments of Jacob about CSR which 
are CSR is the responsibilities which the corporations should take for taking care of the 
stakeholders and CSR can be conceived as an element of the strategic realization of good 
corporate citizenship through the idea of organizational integrity.
40
 
To build up the corporate branding as we mentioned before according to Hatch and Schultz is 
based on interplay between vision, culture and image in other words, based on the 
decision-making and dialogue between the stakeholders. Therefore, we linked CSR and 
corporate branding and argue the relation between them which is CSR could be considered as 
a strategy for corporations to improve the corporate branding through taking care of 
stakeholders. 
We can see since 1991 according to Estee Lauder companies 2009 CSR report, Estee Lauder 
has started their corporate social responsibility activities. Until now, Estee Lauder has 
conducted their CSR activities nearly 20 years. In 1991, we formally established an 
environmental sustainability program and in 2007 we published our first CSR report 
providing insight into our larger commitment to all of our stakeholders.
41
 Each and every day 
we imagine new ways to integrate our corporate sustainability and citizenship practices into 
our business.
42
 According to the arguments of Jacob about the importance of CSR as a 
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strategy for the company which is CSR gives the corporations a better position and a good 
reputation in the society and retains and motivates employees
43
, we could explain the reasons 
why Estee Lauder considered CSR as an important part of the business. Even though in the 
financial crisis of 2009 during which the net sale is decreasing, Estee Lauder still work on the 
social responsibilities, instead of focusing on the profit-seeking. 
According to Estee Lauder companies 2009 CSR report, we can see the international net sale 
of Estee Lauder increased from 51% of total sales in 2005 to 59% in 2009
44
 which reveals the 
international market is gradually enlarged during these years. Since the business activities of 
Estee lauder have exceeded the territory of one country and nowadays the challenges brought 
by the social and the environment are increasing, the corporations should take responsibilities 
for those stakeholders who are important for the success and survival of their business. In the 
letter to the stakeholders, William P. Lauder said the company's continued success would rely 
on our commitment of " Bringing the Best to Everyone We Touch"-we call it High-touch.
45
 The 
saying of William Lauder reveals the importance of stakeholders for the success of Estee 
Lauder companies. Freeman in his stakeholder theory argues due to the development of 
legitimacy and economics, the corporations should have a duty or a relationship with 
stakeholders instead of only being responsible for the shareholders. So we concluded that as a 
leader of international cosmetics company and with the development of the international 
market gradually enlarging, the social responsibilities which Estee Lauder should take are the 
needs of the stakeholders. Since the corporate branding is built upon the decision-making of the 
key stakeholders, therefore we can say CSR is an important effort for Estee Lauder to improve 
its corporate branding through taking care of the needs of its stakeholders. The needs of taking 
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care of it stakeholders instead of only being responsible for shareholders to contribute the 
corporate branding could be argued by us as another explanation for why Estee Lauder 
considered CSR as being important. 
In order to find out the answers of what Estee Lauder has done with its CSR strategies for 
improvement of the corporate branding, we will first find out what social responsibilities of 
Estee Lauder take for taking care of its stakeholders. Since the corporate branding is built upon 
the decision-making of the stakeholder, we will then find out how Estee lauder take care of and 
influence its stakeholders' decision-making for corporate branding improvement by CSR 
strategies. 
Based on Johanna's framework for analyzing moral issues in stakeholder relations, we will 
describe and identify Estee Lauder's CSR from 8 stakeholder's perspectives.  
Freeman argues stakeholders mean groups and individuals who benefit from or are harmed by, 
and whose rights are violated or respected by, corporate actions or those groups who have a 
stake in or claim on the firm.
46
 Freeman criticized the arguments from traditional managerial 
capitalism which are the management of the corporations has the duties only for the 
shareholders. Freeman argues due to the development of legitimacy and economics, the 
corporations should meet and satisfy the needs of the stakeholders and take care of their 
interests instead of having the duties only for the shareholders. The stakeholder model (see 
figure 6) reveals the five key stakeholders who have a very close relations with the survival of 
the business by Freeman. 
Johanna's framework defines 8 stakeholders who are considered as the most important 
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stakeholders to the success of the corporations which includes both the five key stakeholder 
who are defined in the model of Freeman and other three ones which are competitors, financiers 
and the environment. Since we argue competitors, financiers and the environment are also 
important stakeholders to the modern corporations due to globalization and the intensive 
competitions which are facing in front of the development of the business and we hold the same 
arguments about the definition of the stakeholders with Johanna, therefore we base Johanna's 
framework to identify CSR strategies which Estee Lauder are having from 8 key stakeholders' 
perspective to see how Estee Lauder has taken care of these most important stakeholders to 
ethically influence their decisions-making for improving the corporate branding. 
Estee Lauder's CSR strategy covers these areas which are employee safety, environment 
stewardship, global philanthropy, sustainable packaging and supply chain according to Estee 
Lauder companies‟ 2009 CSR report. Since 2007, Estee Lauder started CSR report which 
reveals that from then on Estee Lauder has integrated CSR strategies into its policy and the 
overall strategies of the company.  
4.2.1 Identifying CSR Strategies of Estee Lauder Based on Johanna's Framework  
 CSR strategies in customer relation 
According to the framework of Johanna, the issues covered in CSR related to the relation with 
customers include information, advertising, product safety, product quality, packaging, 
pricing and customer satisfaction
47
. 
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High-touch is the way which Estee Lauder's CSR strategies are following. High-touch is 
Bringing the Best to Everyone-and Everything-we touch.
48
 The idea of High-touch reflected 
in the CSR strategies of Estee Lauder in relation with its customers is being responsible for its 
global customers satisfying them and delighting them. The social responsibilities of Estee 
Lauder taking care of the customers are following. 
1) Information 
Estee Lauder companies through the retail stores, Internet and Consumer Care centers provide 
the information which the customers need. The information includes product ingredients, 
usage and availability, and the service issues.
49
 In order to be sure of really understanding 
what information the customers need and to be sure of the real and true information brought 
to the customers, Estee Lauder always keep a close relation with their customers and provide 
the personal dialogue through the local retail stores, Internet and Consumer Care centers for 
the customers to really touch what the customer needs for the information and then to find out 
the real helpful information for them. 
2) Product safety 
Estee Lauder companies manufacture and sale the cosmetics products which have a very close 
relation with the customers' skin, body and hair. So the product safety seems one of most 
important area which Estee Lauder should have responsibilities of for the customers. Estee 
Lauder companies actually have put product safety in the top position when they take care of 
their customers. According to Estee Lauder companies 2010 corporate responsibility report, 
we find out there are three steps which Estee Lauder take for making sure of its products 
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safety. 1) Establish safety, quality and purity of every raw material 2) Test formulas and 
reformulations before release. Includes exhaustive testing in the laboratory and with human 
volunteer panels for complete safety and comfort 3) Continue to monitor our products on the 
market by reviewing consumer feedback and investigating complaints.
50
 Based on the 
description of these three steps of product safety by Estee Lauder, we argue that Estee Lauder 
took responsibilities of ensuring the products safety in every stage from the stage of ensuring 
the safety of the raw materials, the stage of testing the safety of finished products to the stage 
of post-purchase of the customers. 
3) Product quality 
We are both the loyal customers of Estee Lauder cosmetic products. One of the most 
important reasons why we choose Estee Lauder is due to its high product quality which we 
considered also as one of unique characteristics of Estee Lauder products. According to Estee 
Lauder companies‟ 2010 CSR report, Estee lauder products apply the advanced technology 
like Micron particles to its products for effective works of the products. And Estee Lauder like 
we mentioned above views the product safety as one of the important responsibilities. Product 
safety reflects also the high quality of Estee Lauder products.  
4) Packaging   
Estee Lauder works on its product packaging not only with the characteristics of protecting 
and carrying the products safely but also with the sustainable characteristics. Meaning the 
packaging is made from the materials that have been recycled or are certified as coming from 
sustainable sources.
51
 And the design for package is also sustainable which means the 
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package could be recycle. Estee Lauder state:"The Estee Lauder Companies Inc. believes that 
our packaging must be beneficial, safe and healthy for individuals and communities 
throughout its life. "
52
 
 CSR strategies in employees relation  
Estee Lauder is an international corporation which has operated in 150 countries and has 
31.000 employees.
53
 We can say employees' performance is another important relation which 
Estee Lauder takes responsibilities for with the purpose of the success of their business. 
Johanna's framework identifies CSR from the relation with employees including Right to just 
wage, Right to privacy, Right to participate, Right to organize, Hiring policies, Firing policies, 
Discrimination, Working conditions, Stability, Security, Development possibilities, Honesty, 
Education.
54
 From the relation with the employees, CSR strategies of Estee Lauder could be 
identified as following based on the Johanna's framework. 
1) Human rights 
According to Estee Lauder companies 2010 corporate responsibility report, Estee Lauder 
comply with the principles contained in the UN Universal Declaration of Human Rights 
which includes minimum wages, overtime compensation, hiring and occupational safety.
55
 
Estee Lauder also states the requirements of its workplace in Estee Lauder's Code of Conduct 
2010. Code of Conduct is to help to stabilize, shape, and form the activities of the corporate.
56
 
Estee Lauder's Code of Conduct regulate the policy or the rules to security the employees to 
work in the environment which is safe and fair. The policy includes A. Equal Employment 
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Opportunity B. Prohibition Against Harassment C. Computers and Electronic 
Communications D. Environment, Health and Safety.
57
 Estee Lauder requires not only the 
company in USA but also their global supply chain and contractors in the global market to 
comply with Code of Conduct with the purpose of protecting Human rights of employees. 
2) Development possibilities and Training or education 
The employees working with Estee Lauder will accept different training related to the 
different skills and knowledges requirements during the different working period. Estee 
Lauder provides the employees with the development possibilities throughout the THINK 
SMART programme. THINK SMART programme was originated in the late 1980's and was 
developed to encourage the employees to submit ideas on how we can work smarter and more 
cost effectively.
58
 And moreover, the brain storming meeting is always used by Estee Lauder 
and its employees for the opportunities given to employees to develop their thinking and 
ideas. 
3) Discrimination 
Since Estee Lauder is a global cosmetics company, the employees come from different 
countries with different culture background. Estee Lauder takes diversity strategies being 
responsible for their international employees respecting their cultural difference. 
Discrimination and harassment policies can be found in the Code of Conduct and applied to 
the global operations. Ours is a family business, and we want every employee to feel included, 
no matter age, culture, gender or sexual oriented, religion, or disability.
59
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4) Safe, health and security 
With the purpose of securing employees to be healthy, the health check up programme is 
conducted by Estee Lauder companies. According to Estee Lauder companies 2010 corporate 
responsibility report, we can see during 2005-2010, the Total Incident Rate is decreasing from 
3.53 to 0.97 and below the industry average figure.
60
 The Total Incident Rate is controlled by 
Estee Lauder to make sure the employees having a safe environment to work for and working 
every day without incident. 
 CSR strategies in community and government relation 
According to Johanna's Framework, the issues covered in CSR related to take care of 
community include Compliance with laws, Co-operation, Tax-base ad Good citizenship
61
. We 
argue during the development of Estee Lauder business, Estee Lauder contributed a lot to the 
public communities through their philanthropy and employees' volunteering behaviours which 
reveals Estee Lauder deals with the relations with the community as a good citizenship. 
According to Estee Lauder companies 2010 corporate responsibility report, we summarized the 
major philanthropy conducted by Estee Lauder which is Breast Cancer Awareness Campaign, 
M-A-C Aids Fund and Aveda Earth Fund. Breast Cancer Awareness Campaign is initiated by 
Estee Lauder companies in 1992.
62
 The purpose of Breast Cancer Awareness Campaign is to 
raise the awareness of people in global to take care of women and women with breast cancer 
and the money which is collected through the campaign will fund the research of breast cancer. 
The campaign has a very deep influence in advocating the world to pay attention to the breast 
cancer and support the research and study of fighting with the breast cancer. M-A-C Fund was 
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launched in 1994 by Estee Lauder companies.
63
 The programme is built upon the efforts of the 
employees of Estee Lauder. They volunteering spend time and energy to help people with 
HIV/AIDS. The fund is used for supporting AIDS people to fight with AIDS. The Aveda Earth 
Fund is used to support projects that protect the ecological and social wellbeing of 
communities where AVEDA does business, preserve natural resources and ecosystems 
essential to its business.
64
 Last but not at least, we want to also mention Estee Lauder's Most 
Valuable People Volunteer Programme which we think is one of most important philanthropy 
activities of Estee Lauder embodying their CSR in relation with the society. The programme is 
also conducted by the employees volunteering to aid the women with the services what they 
needs. Regarding to a good citizenship, CSR of Estee Lauder also states our business is 
affected by legislation wherever we operate. We interact regularly with governments to give 
our views on proposed regulations and in support of sound product safety legislation.
65
  
 CSR strategies in environment relation 
Johanna' Framework tells the CSR issues related to the environment includes Pollution, 
Interest in nature's health and survival, Extinction of species and Product recycling
66
. The 
goal of CSR strategies of Estee Lauder in environment relation is to minimum the impact of 
our products and operations on the environment.
67
  
1) product recycling 
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As we mentioned before Estee Lauder is always seeking the way of making the sustainable 
packaging which is environment friendly. The raw materials made for the product package 
can be recycled and the form of the package can be reused by the customers. 
2) And the following actions are the efforts which Estee Lauder take care of environment 
which are reducing our contribution to global climate change, conserving energy and 
reducing the greenhouse gas emissions associated with our operations and conserving water
68
 
 CSR strategies in supplier relation 
The supplier chain of Estee Lauder covers the global area. According to Johanna's Framework, 
the CSR issues related to the supplier‟s relation include Fair business practices, Bidding, 
Paying the bills and Co-operation. Estee Lauder considers their global supplier chain as playing 
an important role for the development of the business. Our suppliers are important partners, 
helping us develop our high-quality products and maintain our reputation for surpassing 
consumer expectations.
69
 The CSR strategies are taken by Estee Lauder for dealing with their 
global suppliers are following. 
1) Supplier Code of Conduct 
Estee Lauder companies set up the Supplier Code of Conduct for the global suppliers. The code 
outlines their expectations on Quality, health and safety, environment, labour conditions and 
human rights.
70
 
2) The mission of Estee Lauder states that Estee Lauder is trying to build up the relationship 
with its partners on the base of fairness and trust. 
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 CSR strategies in owner relation 
The owners are considered as investors or could be also considered as financier. Although Estee 
Lauder is a family company, the Lauder family is just the biggest shareholder. Estee Lauder also 
has many supports from their shareholders. Owners or investors are put in the range of the key 
stakeholders by Estee Lauder. Our stakeholders include consumers, customers (such as 
retailers), employees, investors, suppliers, local communities and regulators. Most 
stakeholder engagement takes place as part of daily business.
71
 According to Johanna' 
framework, CSR issues related to owner's relation include retain earnings, dividends, and 
reporting. According to Estee Lauder companies 2010 CSR report, we conclude that Estee 
Lauder takes social responsibilities for the owners through every year's reporting, and always 
listen to the needs of the owners. CSR in owners‟ relation are 1) We commission research to 
give us insight into stakeholder views on specific topics. Our approach includes investor 
relations hotline.
72
 2) Conducting annual reporting and CSR reporting to the owners. 
The 4.2.1 analysis based on Johanna's framework reveals that during the business development, 
what CSR strategies has Estee Lauder companies conducted with the purpose of ethically 
taking care of its key stakeholders which include customers, employees, community and 
government, environment, suppliers and owner. And the next section will deal with the 
influences of these CSR strategies which has been conducted by Estee Lauder on the 
decision-making of the stakeholders with the purpose of finding out how CSR considered as a 
strategies for contributing to improve the corporate branding of Estee Lauder through 
influencing the decision-making of stakeholders. 
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4.2.2 CSR of Estee Lauder and Corporate Branding 
Mary Jo Hatch and Majken Schultz argue a successful corporate brand is formed by the 
interplay between strategic vision, organizational culture and the corporate images held by its 
stakeholders.
73
 The inspired corporate branding model (see figure 5) illustrates what we 
understand about the corporate branding based on the arguments of Mary Jo Hatch and Majken 
Schultz. The model is inspired from the two corporate branding models provided by Mary Jo 
Hatch and Majken Schultz which are presented in the theoretical framework of our paper and 
reveals that the vision is a reflection of decision-making of the top management and influenced 
by both culture and corporate image. The culture is a reflection of the value and behaviors of the 
organization member and influenced by the vision and image. And the image is how the 
external constituencies are seeing and evaluating the corporations to make decisions and the 
image is influenced by the vision and culture of the organization. Therefore, we argue what we 
understand about a successful corporate branding which is based on the decision-making of the 
stakeholders of the company and a successful corporate branding needs the dialogue or 
communication between the top management, organization members and the external 
constituencies which could be expressed by the interplay between vision, culture and image. In 
the section 4.1.4 we argue Estee Lauder has a successful corporate branding. That is because 
the corporate branding is reflecting the interplay between its organization vision, culture and 
image. And on the other hand, we argue the corporate branding of Estee Lauder is strong 
because it is built upon the decision-making of the stakeholders and makes its most important 
stakeholders feel a sense of belonging to company. 
CSR is the fundamental responsibility that a corporation has toward its internal and external 
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stakeholders and constituencies.
74
 Based on the Johanna‟s Framework, we identified CSR of 
Estee Lauder from ethically taking care of customer, suppliers, employees, community, owner 
and environment. Since according to Jacob‟ arguments which argue Corporate Social 
Responsibilities are integrating the perspectives of economics, politics and ethical and CSR 
could be considered as a strategy which is integrated into the overall strategy of the 
corporations, therefore we argue CSR could be a strategy which Estee Lauder are using to 
improve the corporate branding through ethically influencing and taking care of the 
decision-making of stakeholders. 
Like we have already talked about in section 4.2.1, CSR which Estee Lauder have taken for 
dealing with the relation in customers are 1) Providing for customers with the real and true 
information which they need 2) Through three steps to ensure the product safety which are a) 
Establish safety, quality and purity of every raw material b) Test formulas and reformulations 
before release. Includes exhaustive testing in the laboratory and with human volunteer panels 
for complete safety and comfort c) Continue to monitor our products on the market by 
reviewing consumer feedback and investigating complaints
75
3) Ensuring to provide the 
products with high quality 4) Always providing the sustainable, safe and healthy product 
packaging for customers. The social responsibilities which Estee Lauder has taken for their 
customers positively influence the decision-making of the customers and could be considered 
as a strategy for attracting and maintaining the customers to make decisions of buying and 
choosing Estee Lauder‟s products and make decision of giving back the positive feedback to 
the company. The customer range covers nearly 150 countries according to Estee Lauder 
companies 2010 CSR report. 
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Because a successful corporate branding is built upon the interplay between image, culture 
and vision. Such kind of the decision-making of customers is bringing the good corporate 
image to Estee Lauder which unfolds the vision “Bringing the Best to Everyone We Touch”76, 
and at the same time the good image also encourages the organization members to work 
harder or be confident on Estee Lauder. Like what Willam Lauder states in 2009 Annual 
report to appreciate the employees, even though the financial crisis in 2009 happened, 
employees of Estee Lauder still work hard and contributed a lot to the business. And on the 
other hand, since Estee Lauder views the customers as the center of the business and every 
effort or high-touch vision is based on the customers, the positive feedback or evaluation from 
the customers to the corporations will influence the decision-making of the top management 
to continue its strategic vision.  
We argue Estee Lauder's CSR in relation with the customers which we talked above is the 
efforts by Estee Lauder to contribute to build up its corporate branding through ethically 
taking care of customer relations. These CSR strategies in relation with customers could be an 
explanation for the successful corporate branding of Estee Lauder. 
Based on Johanna‟s framework, we summarized CSR which Estee Lauder have taken for 
dealing with the relation in employees are 1) trying to protect the human rights of employees 
and the code of conduct of the company regulating the human rights protection and the work 
place safety which requires not only the company in USA but also the global suppliers and 
contractors to comply with.2) Providing the development possibilities and training or 
education for the employees 3) trying to eliminating the discrimination which can be found in 
the code of conduct. 4) Controlling the rate of total incident decreased during these recent 
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years to securing the employees working every day without incident. 5) Diversity programme 
taking the responsibilities for treating employees based on respecting employees „different 
culture background. 
Based on the inspired corporate branding model(see figure 5), we argue the decision-making of 
the organization member includes whether they work hard and seek challenges or whether they 
are loyal and resist influence or whether they represent the company in a positive way or in a 
negative way. CSR for ethically taking care of the relation with employees is the need of the 
improvement of Estee Lauder corporate branding and these CSR strategies have contributed 
to the corporate branding. That is because from these CSR strategies, we can see Estee Lauder 
is seeking the way of ethically taking care of their employees. Under Estee Lauder‟s 
responsibilities-taking, employees could have the possibilities of working in a fair and safe 
environment and their rights could be protected and the skills and knowledge could be 
development. Therefore, employees have the feeling of belonging to the company and view 
themselves as one of the organization member which motivates the employees to work hard and 
being innovated and creative. The belonging feeling makes employees have the responsibilities 
for the company. We can see Estee Lauder‟s philanthropy activities have received a lot of 
supports from their global employees, which is reflected in employees volunteering spending 
the energy and time to work. And the employees are creative. For example, according to Estee 
Lauder companies 2009 annual report, Guan Zhi Cao, an employee in our Canadian 
manufacturing plant, created a prototype for an automatic label machine using parts he had 
purchased from a hardware store.
77
 Such kind of decision-making of the employees manifests 
the Estee Lauder‟s culture which is imagine, integrate and innovate. Here imagine means what 
our best, brightest and most creative people can achieve; Integrate means the collective efforts 
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of our employees will enable us to be a truly global company;  And innovate means we 
continue to surprise and delight our consumers.
78
 We argue CSR in relation with employees 
promoted the development of Estee Lauder's culture which is reflected through the behaviors 
and values of the employees. Since the culture with the core value of imagine, integrate and 
innovate reveals the efforts of Estee Lauder's employees to understand and try to satisfy the 
customers in the global markets, therefore, the improvement of the culture contributes to the 
customer satisfaction which attract more and more customers to decide to buy and choose 
Estee Lauder. The corporate image is improved by the influence of CSR. 
Diversity programme treat equally and respect different employees from different background 
which forms a fair, equal and diversity organizational culture to be expressed through 
employees' behaviors which attract more and more people to apply for to work with Estee 
Lauder or cooperate with Estee Lauder. According to Estee Lauder companies 2009 annual 
report, Estee Lauder companies have 31.000 employees in the global range and its supplier 
chain covers the global.  
Estee Lauder's ethical culture which is contributed to by its CSR in relation with employees 
improves the corporate image which is manifested through more people are willing to work 
with Estee Lauder and positive evaluation from the external stakeholders and more customers' 
needs are understood and met and then they decide to choose Estee Lauder. Because a 
successful corporate branding is built upon the interplay between image, culture and vision. 
The image is improved which encourages the top management to initiate and continue the 
ethical decision-making. William Lauder states in Estee Lauder companies 2010 CSR report 
that the goal of CSR in relation with employees is to achieve a Total Incident Rate (TIR) of 
                                                 
78 Source from Estee Lauder companies INC.2009 ANNUAL REPORT 
54 
0.5 by fiscal 2013
79
. We argue that CSR which is conducted by Estee Lauder ethical dealing 
with the relation with employees has promoted the development of the organization culture and 
then based on the mutual relation between vision, culture and image of a successful corporate 
branding, the ethical organization cultural influenced the corporate image and the vision of 
Estee Lauder to develop also in a promoted and ethical direction. Therefore, we continue to 
argue CSR in relation with employees conducted by Estee Lauder have improved the corporate 
branding to develop in an ethical way. 
We used Johanna's framework to identify CSR strategies in the relation with community 
which are Estee Lauder through its philanthropy and volunteering activities has contributed a 
lot to its social responsibilities. William P. Lauder says “being actively engaged in the 
communities where we live and work is a deep-rooted responsibility that is part of our core 
values and business practices."
80
 According to Estee Lauder companies 2009 annual report, 
we can see due to the financial crisis, Estee Lauder experienced a challenging period. William 
Lauder states in 2009 annual report that the worldwide recession impacted sales in all 
regions and brands to varying degrees, which is reflected in our lower sales and earnings.
81
 
Even though under such a economic condition, Estee Lauder is still working on the 
Philanthropy activities. Breast Cancer Champaign, Aveda fund and M-A-C fund and Most 
Valuable People programme are working smoothly as usual. These social responsibilities are 
with purpose of raising the awareness of the public to concern on people affected by AIDS, 
Breast cancer and people being under a weak social position. Under the financial crisis in the 
global market, Estee Lauder's CSR strategies in relation with the community brought an 
impressive influence to the external constituencies which is increasing the concerns of the 
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external constituencies on Estee Lauder companies and makes them give back a positive and 
high evaluation of Estee Lauder. We argue the corporate image is improved through CSR in 
relation with community and the improved image is identification with Estee Lauder' vision 
and culture which is to bring the best to everything they do. Based on the interplay between 
image, vision and culture, the corporate branding of Estee Lauder is improved. Nowadays 
when people mentioned Philanthropy, Estee Lauder brand is always connected with it. So 
CSR in relation with community conducted by Estee Lauder could be considered as another 
explanation for the successful corporate branding of Estee Lauder.  
CSR in relation with environment conducted by Estee Lauder covers product recycling and 
reducing our contribution to global climate change, conserving energy and reducing the 
greenhouse gas emissions associated with our operations and conserving water
82
. The concern 
of the environment is the needs of the development of the modern corporation. That is because 
due to the increasing challenges brought by the environment during the process of the business, 
the corporations are required to be responsible for the influences on the environment. Putting 
the environmental responsibilities in the important position is following the vision of Estee 
Lauder which is to bring the best into everything we do. The CSR in relation with environment 
which we are identified based on Johanna's Framework, is reflecting the vision of Estee Lauder 
and at the same time, influence the top management to make the decision of seeking the 
partners and alliance who are also ethically taking care of the environment and influence the top 
management set up or initiate the business plans of sustainable and environment-friendly. On 
the other hand, facing the challenging issues of global warming and energy wasting brought by 
the modern corporations, CSR in relation with the environment is playing an important role in 
attracting the positive evaluations from external constituencies which contributes to the 
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corporate image of Estee Lauder. Therefore, CSR for ethically taking care of the environment 
through ethically influencing the interplay between Estee Lauder's vision, culture, and image 
contributes to the improvement of the corporate branding. 
CSR strategies in supplier relation include supplier Code of Conduct for the global suppliers 
which outlines their expectations on Quality, health and safety, environment, labour 
conditions and human rights.
83
 And CSR in relation with suppliers also include Estee Lauder 
always trying to build up the relationship with its partners on the base of fairness and trust 
according to the mission of Estee Lauder.  
CSR strategies in supplier relation are reflecting the vision of Estee Lauder which is to bring the 
best into the suppliers who the business will touch. The responsibilities for suppliers ensure the 
suppliers' human rights, working environment, safe and health and ensure to treat the suppliers 
with the base of fairness and trust which attract more and more people to choose Estee Lauder 
for corporation and also make the evaluations from external stakeholders become high. The 
corporate image is improved. Because the successful corporate branding of Estee Lauder is 
built upon the interplay between image, vision and culture. Therefore, influenced by the 
improved image, the top management made a goal of CSR in relation with suppliers which is to 
continue to build on our global supplier monitoring program based on the company 
enterprise risk assessment
84
 
Therefore, we argue CSR in relation with suppliers conducted by Estee Lauder improved the 
corporate branding of the company through ethically influencing the interplay between the 
image, vision and culture. 
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CSR in owner relation including being responsible for the owners through conducting Investor 
Relations Hotline to investigate the views of owners on the specific topic and annual reporting 
and CSR reporting to the owners. According to Johanna, reporting is a way conducted by the 
company providing owners or investors with adequate information about the company's 
financial situation
85
. That is because a company's relations with its owners were strongly 
emphasized as economic issues.
86
  Estee Lauder annual report and CSR report since 2007 
reveal Estee Lauder is responsible for its owners. CSR strategies in owner relation attract 
investors and make them better know their investment and become confident on the 
performance of the company under which the corporate image is improved. Being responsible 
for the owners is reflecting the vision of Estee Lauder which is to bring the best into everything 
they touch. The improved corporate image makes the owners or investors feel more safe and 
confident in the business and then will continue to initiate the ethical and effective plans for the 
development of the business. Because the corporate branding of Estee Lauder is built upon the 
interplay between vision, image and culture. Therefore, more effective and ethical vision will 
encourage and guide employees of Estee Lauder work harder for the business. We argue CSR in 
owner relation conducted by Estee Lauder through being ethically responsible for the owners 
promote the Estee Lauder's corporate image. Since Estee Lauder's corporate branding is built 
upon the interplay between Estee Lauder's vision, culture and image, the improve image will 
result in the improvement of the corporate branding. 
4.2.3 Conclusion of Sub-question Two 
The successful corporate branding of Estee Lauder is built upon the interplay between vision, 
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culture and image held by the stakeholders. In order to attract and maintain the stakeholders to 
choose or work with Estee Lauder and improve the corporate branding, CSR is considered as 
a strategy which is ethically taking care of the key multiple stakeholders to the success and 
survival of Estee Lauder. In order to link CSR and its corporate branding improvement and 
make CSR contribute to the corporate branding, Estee Lauder companies have participated in 
the CSR activities in relation with customers, suppliers, environment, community, owners and 
employees. We based on Johanna's framework to identify what CSR are taken into account by 
Estee Lauder in relation with these stakeholders and based on the inspired corporate branding 
model found out CSR strategies in stakeholder relation conducted by Estee Lauder through 
ethically influencing and taking care of the most important stakeholders who are customers, 
suppliers, community, employees, environment and owners improved the corporate branding 
of the company. 
4.3 What Other CSR Strategies Could be Used for Estee Lauder to Contribute to Its 
Corporate Branding? 
Johanna argue eight stakeholders including customers, employees, owners, competitors, 
suppliers and dealers, community and government, financiers and the environment are most 
important for company. We agree with Johanna's argument and have described and analyzed 
how Estee Lauder‟s CSR strategies related to customers, employees, owners, suppliers, 
community and government, and the environment improve the corporate branding of Estee 
Lauder in section 4.2, and we found out Estee Lauder did not involve competitors and 
financiers in their CSR strategies which we argue could also contribute its corporate branding 
improvement. Therefore, based on Johanna‟s framework (see figure 7) and the inspired 
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corporate branding model (see figure 5), we will come up other CSR strategies in competitors 
and financiers relation which could be also used for Estee Lauder to contribute to its corporate 
branding. 
4.3.1 Other CSR Strategies in Competitor Relation 
As Johanna‟s has argued although competitor relations are not as widely discussed as 
relations with customers, employees, or owners, they are of utmost importance as without fair 
play and honorable competitive methods, the struggle could denigrate to where treachery and 
strength count for more than decency and quality performance
87
. That is to say, the 
competitors is important for development of company who can affect a company‟s strategies, 
objective, image and revenue, the company would denigrate other companies to develop itself 
if there is no a fair competition, which can lead to vicious competition and make a company‟s 
objective and strategy transfer in denigrating others instead of quality performance. Therefore, 
we agree with Johanna‟s argument that competitor as a stakeholder should be considered by 
company and CSR issue is related to competitor including fair play, honorable competitive 
methods, denigration, price cutting, foreign competition, cooperation, tacit agreements, 
bribery, consistency and stability, and healthy marketing practices.
88
 From 2007 CSR report 
to 2010 CSR report Estee Lauder did not involve any CSR strategy on competitor issues, and 
Estee Lauder 2010 CSR report present our stakeholders include customers, customers, 
employees, investors, suppliers, local communities and regulators.
89
Therefore, according to 
Johanna‟s framework we suggest Estee Lauder should consider CSR strategy on competitor as 
its stakeholder to contribute its corporate branding.  
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1) Fair play 
Fair play is CSR issue in competitor relation, which is the company play by the rules of fair 
play in relation with its competitors,
90
 meaning the company should follow the marketing 
regulation to keep fair competition; we suggest Estee Lauder Company should always follow 
the marketing regulation to make its contribution for fair market. Although each company‟s 
resource control and management ability is different from others, the company should obey 
the same game rules to reflect fair competition, about the constrains of unfair competition, 
each country has anti-unfair competition laws and regulations which focus on intellectual 
property protection, local monopoly, acquiring some privilege through bribery and so on, 
these laws and regulations can ensure normal development of industry, therefore, since Estee 
Lauder company have exercised CSR strategy, it should obey different country‟s laws and 
regulation about fair competition and contribute to normal development of cosmetic industry, 
which can also unfold its vision, advance organizational culture and improve corporate image 
so as to improve corporate branding  
2)  Denigration 
Denigration is CSR issue in relation competitors which is the company may tell even 
unpleasant things about its competitors to customers or in public in a competitive situation,
91
 
which means a company attract customers through denigrating its competitors, Corporate 
social responsibility require the company do not denigrate other competitors to attract 
customers which must lead to damage the corporate image, vision and culture so as to destroy 
corporate branding and prevent company‟s sustainable development. Therefore Estee Lauder 
should consider this situation in its CSR strategy in relation competitor.  
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3) Co-operation 
Co-operation is CSR issue in relation competitor which is the company cooperates with its 
competitors.
92
 CSR strategy requires company treat its competitor as cooperator, the 
competition form an industry‟s ecology environment. If company wants to seek sustainable 
development, the company should cooperate with competitor rather than damage competitor. 
Cooperation can lead to efficiency and sound competition, nowadays globalization must bring 
competition, but sound competition can through each company cooperating with each other to 
achieve the mutual benefit and win-win result. Therefore Estee Lauder in its CSR strategy 
should treat competitors as cooperators which can achieve mutual benefit and win-win result.  
4) Price cutting 
Price cutting is the company cut prices drastically in competitive situations,
93
 which means 
in a industry many company cut prices greatly as competition‟s way to gain market share so 
that some company‟s profit decrease, survive difficultly, even go bankrupt. Price cutting 
sacrifice company profit to obtain market share, if a company carry out low price strategy in a 
long term, it would reduce profit, at the same time the investment of the research and 
development, technical improvement, marketing, management and other area will reduce, 
which will affect development of vision, weaken employee‟s working enthusiasm, and 
damage the corporate image. Therefore, Estee Lauder in its CSR issue should relate to price 
cutting. 
5) Bribery  
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Bribery is a company repels other companies as purpose, in order to make itself gain interests 
in operation activities, the company adopts unfair behavior to provide some interest for some 
organization, company, or government, which  is a kind of unfair competition, because if a 
company is not by reducing costs, improving quality to get involved competition, but using 
bribery to sale products, inevitably it is against competition principle and damages other 
company‟s lawful rights which form unfair competition. CSR issue in relation competitor 
requires the company should obey fair competition and do not using bribery to gain interest, if 
the Estee Lauder carry out CSR strategy, it should not be against principle of fair competition, 
and do not using bribery to obtain interest which will lead to damage its corporate image, 
affect employee behavior, and change its strategy vision no longer “bringing best to 
everyone”. 
6) Foreign competiton  
Foreign competition is CSR issue in relation competitor, globalization bring intensive 
competition to every company, some company shield against foreign competition for example 
by influencing the standards of product approval,
94
 which is unwise behavior. a company 
wants to achieve sustainable development which should develop technological innovation, 
improve management ability and create core competitiveness and carry out fair competition to 
face globalization, instead of repelling other companies, even though these repelling method 
can obtain temporary interest, in the long term global is an inevitable trend , the company 
should set its objective on how to develop technological innovation, how to improve 
management ability, and how to create corporate core competitiveness. Estee Lauder have 
been an international company, therefore it should consider this CSR issue in its CSR strategy 
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which also unfold Estee Lauder‟s vision, influence employee behavior, and improve its good 
image.  
4.3.2 Other CSR Strategy in Financiers Relation  
Johanna also argue relations with financiers are also important as the morality of the 
financial community has come under increased scrutiny as a result of the great recession of 
the late 1980’s and early 1990s,95 which means financiers as a stakeholder is important for a 
company, they affect a company‟s capital investment, (e.g. if a company is short of capital, it 
would bankrupt), the company has main responsibility is to give significant information 
timely and accurately to the financier, just like Johanna mentioned the only moral issue 
mentioned was that of giving adequate information
96
. Therefore, we suggest Estee Lauder 
should also consider CSR on financier as a stakeholder to improve its corporate branding, and 
CSR issue in financier relation including five issues: long-term relations, information, returns, 
cooperation and risk evaluation,.
97
 Johanna argues relations with financiers were described 
as somewhat similar to relations with owners.
98
 Bank is also a company‟s financier because 
bank can provide large amount of capital for company‟s operation, and the company also 
needs bank‟s capital for turnover. Therefore, we consider owner and bank as financiers in our 
paper and in section 4.2 we have talked about Estee Lauder have conducted CSR strategies in 
owners‟ relation and we also described these CSR strategies and made an analysis of how 
these CSR strategies in owner relation improve the corporate branding. But CSR activities of 
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Estee Lauder did not cover the relations with financier except owners. So the following parts 
will talk about these five CSR issues in financiers‟ relation. 
1) Cooperation and Long-term Relations  
Cooperation is CSR issue in financiers relation means the company with its financiers should 
be based on cooperation. Long-term relation is CSR issue in financiers relation which is the 
company should try to create long-term relationships with different financial institutions;
99
 
the company and financiers are interdependent relationship, financiers can monitor and affect 
the company, financiers  put money to company which make company carry out operation 
smoothly, at the same time company also provide interests to financiers. Therefore, to develop 
a long-term and cooperative relationship is important for company‟s sustainable development. 
The Estee Lauder should consider this CSR issue to develop a long-term and cooperative 
relationship with its financiers, which can make financier praise the company, thereby that can 
improve its corporate image, and the employees also trust and have confidence to company 
who will work hard and be loyal to company which can enhance Estee Lauder‟s culture, and 
embody its vision. 
2) Information and Risk Evaluation  
Information is about CSR issue in financiers relation which requires the company not only 
give the financiers only the favorable information about the company
100
, but to give financier 
the adequate information,
101
 which reflects the company has responsibility for financiers to 
provide sufficient information, do not cheat financiers and hide unfavorable information of 
company‟s operation to acquire financiers trust and capital. Risk evaluation is CSR issue in 
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financiers relation which is the company is responsible for the safety of financiers 
investments,
102
 which means the company should be responsible for the financiers‟ capital, 
the company should do risk evaluation to ensure safety of investments, at the same time, the 
company should give the information of risk evaluation to financiers. These ethical behaviors 
can make the financiers trust company that can bring a good reputation for company. So we 
suggest Estee Lauder in its CSR strategy should consider this issue to provide right and 
sufficient information to financiers, which can win financiers‟ trust to improve corporate 
image, affect employees to make honest behavior and unfold its “High Touch” vision.   
3) Returns 
Returns is financiers should get a good interest on the capital they have invested which is CSR 
issue in financiers relation
103
, if the company borrowed capital from financiers, when it has 
got profit, the company should return interests timely to the financiers, which can win the 
financiers‟ trust and good image, when the company borrow capital from financiers in the 
next time, the financiers will lend timely and will be willing to lend. We suggest Estee Lauder 
consider this CSR issue which can make bank praise the company to win good image, 
improve positive organization culture, and embody its vision. 
4.3.3 Conclusion for Sub-question Three  
Johanna argues competitor and financiers are also important stakeholders in the framework 
(see figure 7), Competitor and financiers as stakeholders can also affect a company‟s behavior 
and strategy. And Hatch and Schultz mentioned a successful corporate brand is formed by the 
                                                 
102 Source from Source from Analysing moral issues in stakeholder relations By Johanna Kujala page 245 
103Source from Source from Analysing moral issues in stakeholder relations By Johanna Kujala page 245  
66 
interplay between strategic vision, organizational culture and the corporate images held by its 
stakeholders
104
 in their article. Therefore, Competitor as a CSR strategy can also improve 
Estee Lauder Company‟s corporate branding, the decision-making of competitor in the 
inspired corporate branding model (see Figure 5) belong to the corporate images. The Estee 
Lauder should follow the marketing regulation and laws to carry out fair competition to 
ensure normal development of industry, and cooperate with competitor to form efficiency and 
sound competition and achieve mutual benefit and win-win result, rather than denigrate other 
companies to attract customer, use price cutting strategy to win market share, use bribery to 
obtain interests, repel foreign competition to develop itself, these behavior of unfair 
competition can affect the decision-making of competitor, the competitor may also adopt 
these unfair competition‟ strategy to damage company‟s corporate image; at the same time the 
employee‟s decision-making no longer working hard and loyalty to company, they would 
intrigue against each other for how to damage other people or bribe manager to promotion, 
organization culture would embody these negative behavior; the company‟s vision also no 
longer bring the best to everyone, finally, the corporate branding would be damaged.   
And we continue to argue CSR strategy in financiers relation can improve corporate branding 
of Estee Lauder. Because the decision-making of financiers in the inspired corporate branding 
model (see figure 5) also reflects the corporate images, so Estee Lauder should cooperate and 
develop a long-term relations with financiers to keep sustainable development, provide right 
and sufficient company‟ information and risk evaluation‟s information to ensure financier‟s 
safety of capital, and return interests timely to financiers. These ethical behaviors can bring 
good image for Estee Lauder Company through attracting and maintaining the financiers and 
make them become more confident on the company. Because the corporate branding of Estee 
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Lauder is built upon the interplay between vision, culture and image held by the stakeholders, 
so the good image will encourage the employees and make their decision- making be more 
honest to company, and at the same time, the good image and culture are reflecting Estee 
Lauder‟s vision which is to bring the best to every one they touch and influencing also Estee 
Lauder‟s vision to continue development in an ethical way to take care of their financiers. 
Therefore, we conclude CSR in Financier relation should be included in Estee Lauder‟s CSR 
strategies as well for ethically taking care of the stakeholders to improve the corporate 
branding of the company. 
5.0 Conclusion 
This part is dealing with the conclusion to the research question of our paper which is How 
does CSR improve the corporate branding of Estee Lauder? after our deep analysis.  
According to the inspired corporate branding model (see figure 5), we argue the successful 
corporate branding of Estee Lauder is built upon the interplay between the organization vision, 
culture and image held by the stakeholders. And we continue to argue CSR is a strategy which 
is used by Estee Lauder through ethically taking care of its stakeholders to contribute to its 
corporate branding.  
Based on Johanna's framework(see figure 7) , we identified CSR activities of Estee Lauder in 
customer relation, employees relation, community and government relation, environment 
relation, suppliers relation and owner relation. 
CSR in relation with customers influence the decision-making of the customers and attract 
customers to make decisions of buying and choosing Estee Lauder‟s products. The corporate 
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image is improved. Because a successful corporate branding is built upon the interplay between 
image, culture and vision. Therefore, the good image of Estee Lauder encourages the 
organization members to work harder or be confident on Estee Lauder and influence the 
decision-making of the top management to continue its strategic vision. So we conclude CSR 
improved the corporate branding of Estee Lauder. CSR in employee relation motivate 
employees to work hard, and have the feeling of belonging to the company. Such kind of 
decision-making of the employees manifests the Estee Lauder‟s culture. The culture reflects the 
vision and also influences the corporate image and the vision of Estee Lauder to develop in a 
promoted and ethical direction. Therefore, the corporate branding is improved. CSR in 
community relation through philanthropy and volunteering activities enhanced Estee Lauder 
corporate image to improve the corporate branding. CSR in environment relation through 
being responsible for the environment which Estee Lauder is involving in attracting the 
stakeholders to concern the issue of the environment based on which the company image is 
improved and the top management is encouraged to continue the ethical vision. Therefore, the 
corporate branding is improved. CSR strategies in supplier relation are reflecting the vision of 
Estee Lauder. The responsibilities for suppliers made the corporate image improved and 
influenced the decision-making of top management continue in a ethical way. Therefore, we 
conclude CSR in supplier relation also contributed to the improvement of the corporate 
branding. CSR in owners relation of Estee Lauder through every year's reporting providing 
owners with the adequate financial information and always taking care of the needs of the 
owners improved the performance and confidence of the owners or investors to the company 
and then improved the corporate branding.  
However, based on Johanna's model and the knowledge about the present situation where Estee 
Lauder is, we argue being responsible for the competitors and financiers is also important for 
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Estee Lauder to build up its corporate branding. We suggest CSR strategies in competitor and 
financier relation which we argue should also be involved in the CSR strategies of Estee Lauder 
since these strategies also play an important role in the improvement of the corporate branding 
of Estee Lauder through ethically taking care of competitors and financiers who are defined as 
most important stakeholders to Estee Lauder as a modern international corporation. 
6.0 Perspectives  
This part will talk about our suggestions for the further research beyond the conclusion which 
are related to what other new theories could be used for supporting our further research and 
what new information and data-collection-methods could be also used. 
Our project due to the limitation of time and space is focusing on the analysis of the 
contributions of CSR to the corporate branding of Estee Lauder, but the paper did not cover the 
discussion of when CSR in stakeholders' relation conducted by Estee Lauder, what challenges 
would be. Therefore, in the further research, we are going to obtain more information from 
Estee Lauder management through interview and questionnaires for investigating the problems 
brought by conducting CSR strategies.  
In addition, our suggestion for Estee Lauder to take CSR strategies in competitors' relation is a 
kind of action plan. Due to the limitation of time, we have no possibilities of testing what the 
result of these strategies would be and meaning whether CSR strategies in competitors' relation 
actually contributing to the improvement of the corporate branding. Therefore, in the further 
research, we are going to obtain the new data or information through interviewing the top 
management, employees and customers of Estee Lauder for more reliable or efficient 
suggestions. 
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